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decisions. 


Personal Selling 


“Wall, The’’/Cort, Kathryn T.; Shanklin, 
William L./V7N4,F/W98/Page 42/How Mary 
Kay Cosmetics knocks it down. 


Relationship Marketing 


“Selling to Senior Executives: Part 1”/Gardner, 
Alston; Bistritz, Stephen J.; Klompmaker, Jay 
E./V7N2,SUM98/Page 10/These days, it’s the 
right approach—not the right product—that 
gets you in the door. 


“Selling to Senior Executives: Part 2’’/Bistritz, 
Stephen J.; Gardner, Alston; Klompmaker, 
Jay E./V7N3,FALL98/Page 19/Establishing 
credibility is the key to ensuring return access 
to senior executives. 


Sales Force Motivation/Compensation 


“Wall, The’’/Cort, Kathryn T.; Shanklin, 
William L./V7N4,F/W98/Page 42/How Mary 
Kay Cosmetics knocks it down. 


Sales Force Selection/ 
Recruiting/Training 


“Wall, The’’/Cort, Kathryn T.; Shanklin, 
William L./V7N4,F/W98/Page 42/How Mary 
Kay Cosmetics knocks it down. 


Sales Organization Effectiveness 


“Selling to Senior Executives: Part 1’’/Gardner, 
Alston; Bistritz, Stephen J.; Klompmaker, Jay 
E./V7N2,SUM98/Page 10/These days, it’s the 
right approach—not the right product—that 
gets you in the door. 


“Selling to Senior Executives: Part 2’’/Bistritz, 
Stephen J.; Gardner, Alston; Klompmaker, 
Jay E./V7N3,FALL98/Page 19/Establishing 
credibility is the key to ensuring return access 
to senior executives. 


“Wall, The’’/Cort, Kathryn T.: Shanklin, 
William L./V7N4,F/W98/Page 42/How Mary 
Kay Cosmetics knocks it down. 


Selling Strategy 


“Selling to Senior Executives: Part 1’’/Gardner, 
Alston; Bistritz, Stephen J.; Klompmaker, Jay 
E./V7N2,SUM98/Page 10/These days, it’s the 
right approach—not the right product—that 
gets you in the door. 


“Selling to Senior Executives: Part 2”/Bistritz, 
Stephen J.; Gardner, Alston; Klompmaker, 
Jay E./V7N3,FALL98/Page 19/Establishing 
credibility is the key to ensuring return access 
to senior executives. 


SERVICES MARKETING 


“Staying on Top at Vail’’/Olson, Eric M.; Slater, 
Stanley F.; Anthony, Toni/V7N4,F/W98/Page 
47/Will aggressive growth strategies and inno- 
vation maintain Vail’s edge? 


Financial Services Marketing 


“Taming of the Bear, The’’/Savich, 
Alex/V7N4,F/W98/Page 4/Well-armed with 
good customer relations and high-quality 
products, T. Rowe Price finds relative calm in 
the face of tumultuous financial markets. 


TECHNOLOGY AND 
MARKETING 


“Data Mining in Marketing: Part 2”/Peacock, 
Peter R./V7N1,SPR98/Page 14/Dig deep to 
unearth knowledge inherent in databases. 


Internet/Web Marketing 


“Making the Web Strategically Accountable’’/ 
Griffith, David A.\V7N2,SUM98/Page 40/Arm 
yourself with the terms and tools to assess 
Web site performance. 


“Match Your Web Organization to Your Mis- 
sion’’/Oliva, Ralph A./V7N4,F/W98/Page 
38/Balancing resources, strategic focus, and 
management control tunes your site to your 
marketing needs. 


“Painting With Business Marketers’ “Web 
Palette’””’/Oliva, Ralph A./V7N2,SUM98/Page 
50/Innovative strategies rearrange elements of 
the offer. 


“Playing the Web Wild Cards’’’/Oliva, Ralph 
A/V7N1,SPR98/Page 51/Watch closely for 
innovations that change the game. 


“Tax Web, The’’/Oliva, Ralph A.; Prabakar, 
Sharda/V7N3,FALL98/Page 44/As authorities 
demand more tax revenue from electronic 
commerce, some Internet marketers are get- 
ting nervous. 


“Trademark Protection’’/Garay, Erica 
B./V7N4,F/W98/Page 54/Traditional issues 
now are complicated by the Internet. 
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